INDEX 


JOURNAL OF MARKETING EDUCATION 


Volume 20 


Number | (Spring 1998) pp. 1-80 
Number 2 (Summer 1998) pp. 81-184 
Number 3 (Fall 1998) pp. 185-272 


Authors: 


ALLEN, JEFF, DONALD FULLER, and MICHAEL LUCKETT, “Aca- 
demic Integrity: Behaviors, Rates, and Attitudes of Business Students 
toward Cheating,” 41. 

ARNOLD, MARK J., “An Empirical Taxonomy of Student Expectations 
of Marketing Internship Programs,” 94. 

BACON, DONALD R., KIM A. STEWART, and SUE STEWART-BELLE, 
“Exploring Predictors of Student Team Project Performance,” 63. 

BEAMISH, PAUL W.., see Schuster, C. P. 

BRAUNSTEIN, LORI A., see Hartman, C. L. 

BUSH, RONALD F., see Singh, S. N. 

BUSH, VICTORIA, O. C. FERRELL, and JAMES L. THOMAS, Jr., “Mar- 
keting the Business School: An Exploratory Investigation,” 16. 

DEETER-SCHMELZ, DAWN R., and ROSEMARY RAMSEY, “Student 
Team Performance: A Method for Classroom Assessment,” 85. 

DIMITRIADIS, SERGE, see Lawson, D. 

DIVINE, RICHARD L., and J. HOLTON WILSON, “The Influence of 
Staffing and Scheduling Factors on the Recruiting Effectiveness of the 
Marketing Principles Course,” 219. 

DURVASULA, SRINIVAS, see Lysonski, S. 

FERRELL, O. C., see Bush, V. 

FLOYD, CALLUM J., and MARY ELLEN GORDON, “What Skills Are 
Most Important? A Comparison of Employer, Student, and Staff Percep- 
tions,” 103. 

FULLER, DONALD, see Allen, J. 

GORDON, MARY ELLEN, see Floyd, C. J. 

HAAS, AMIE L., ROBERT W. HAAS, and THOMAS R. WOTRUBA, 
“The Use of Self-Ratings and Peer Ratings to Evaluate Performances of 
Student Group Members,” 200. 

HAAS, ROBERT W.., see Haas, A. L. 

HARTMAN, CATHY L., and LORI A. BRAUNSTEIN, “A Picture is 
Worth a Thousand Words: Using Photography to Teach Self-Concept 

_ and Introduce Students to Consumer Behavior,” 236. 

HASSELBACK, JAMES R., see Hult, G.T.M. 

HULT, G. TOMAS M., and JAMES R. HASSELBACK, “A Report of Gen- 
der and Professional Age of the Marketing Professorate,” 35. 

HURLBERT, JANET M., see Sterngold, A. H. 

JOYCE, MARY L., see Spotts, H. E. 

KAMATH, SHYAM J., and BRUCE E. MacNAB, “Developing Business- 
Ready Marketing Professionals: The Strategic Focus of the Asian Inter- 
national Marketing (AIM) Program,” 110. 

KRISHNAN, H. SHANKER, and THOMAS W. PORTER, “A Process 
Approach for Developing Skills in a Consumer Behavior Course,” 24. 

LAMBERT, DAVID R.., see Spotts, “1. E. 


LAWSON, DIANA, D. STEVEN WHITE, and SERGE DIMITRIADIS, 
“International Business Education and Technology-Based Active 
Learning: Student Reported Benefit Evaluations,” 141. 

LUCKETT, MICHAEL, see Allen, J. 

LYSONSKI, STEVEN, and SRINIVAS DURVASULA, “A Cross- 
National Investigation of Student Attitudes toward Personal Selling: 
Implications for Marketing Education,” 161. 

MACNAB, BRUCE E., see Kamath, S. J. 

MCNEILLY, KEVIN M., and FRANCIS J. RANNEY, “Combining Writing 
and the Electronic Media in Sales Management Courses,” 226. 

MENTZER, JOHN T., see Moon, M. A. 

MOON, MARK A., JOHN T. MENTZER, RICHARD C. REIZENSTEIN, 
and ROBERT B. WOODRUFF, “A Customer Value-Based Approach 
to MBA Marketing Education,” 53. 

MULLER, H. REED, see Smith, K. J. 

NATESAN, N. CHINNA, and KAREN H. SMITH, “The Internet Educa- 
tional Tool in the Global Marketing Classroom,” 149. 

NONIS, SARATH, and CATHY OWENS SWIFT, “Deterring Cheating 
Behavior in the Marketing Classroom: An Analysis of the Effects of 
Demographics, Attitudes, and In-Class Deterrent Strategies,” 188. 

PORTER, THOMAS W., see Krishnan, H. S. 

PRIOVOLOS, GEORGE V., “The Political Environment in the Global 
Marketing Curriculum: What to Cover and How to Cover It,” 133. 

RAMSEY, ROSEMARY, see Deeter-Schmelz, D. R. 

RANNEY, FRANCIS J., see McNeilly, K. M. 

REIZENSTEIN, RICHARD C., see Moon, M. A. 

SCHERTZER, CLINTON B., see Schuster, C. P. 

SCHUSTER, CAMILLE P., ROBERT O. ZIMMERMAN, CLINTON B. 
SCHERTZER, and PAUL W. BEAMISH, “Assessing the Impact of 
Executive MBA International Travel Courses,” 121. 

SINGH, SURENDRA N., and RONALD F. BUSH, “Research Burnout in 
Tenured Marketing Professors: An Empirical Investigation,” 4. 

SMITH, KAREN H., see Natesan, N. C. 

SMITH, KENNETH J., and H. REED MULLER, “The Ethics of Publisher 
Incentives in the Marketing Textbook Selection Decision,” 258. 

SPOTTS, HARLAN E., DAVID R. LAMBERT, and MARY L. JOYCE, 
“Marketing Déj4 Vu: The Discovery of Integrated Marketing Communi- 
cations,” 210. 


Journal of Marketing Education, Vol. 20 No. 3, December 1998 268-269 
© 1998 Sage Publications, Inc. 


INDEX 


JOURNAL OF MARKETING EDUCATION 


Volume 20 


Number | (Spring 1998) pp. 1-80 
Number 2 (Summer 1998) pp. 81-184 
Number 3 (Fall 1998) pp. 185-272 


Authors: 


ALLEN, JEFF, DONALD FULLER, and MICHAEL LUCKETT, “Aca- 
demic Integrity: Behaviors, Rates, and Attitudes of Business Students 
toward Cheating,” 41. 

ARNOLD, MARK J., “An Empirical Taxonomy of Student Expectations 
of Marketing Internship Programs,” 94. 

BACON, DONALD R., KIM A. STEWART, and SUE STEWART-BELLE, 
“Exploring Predictors of Student Team Project Performance,” 63. 

BEAMISH, PAUL W.., see Schuster, C. P. 

BRAUNSTEIN, LORI A., see Hartman, C. L. 

BUSH, RONALD F., see Singh, S. N. 

BUSH, VICTORIA, O. C. FERRELL, and JAMES L. THOMAS, Jr., “Mar- 
keting the Business School: An Exploratory Investigation,” 16. 

DEETER-SCHMELZ, DAWN R., and ROSEMARY RAMSEY, “Student 
Team Performance: A Method for Classroom Assessment,” 85. 

DIMITRIADIS, SERGE, see Lawson, D. 

DIVINE, RICHARD L., and J. HOLTON WILSON, “The Influence of 
Staffing and Scheduling Factors on the Recruiting Effectiveness of the 
Marketing Principles Course,” 219. 

DURVASULA, SRINIVAS, see Lysonski, S. 

FERRELL, O. C., see Bush, V. 

FLOYD, CALLUM J., and MARY ELLEN GORDON, “What Skills Are 
Most Important? A Comparison of Employer, Student, and Staff Percep- 
tions,” 103. 

FULLER, DONALD, see Allen, J. 

GORDON, MARY ELLEN, see Floyd, C. J. 

HAAS, AMIE L., ROBERT W. HAAS, and THOMAS R. WOTRUBA, 
“The Use of Self-Ratings and Peer Ratings to Evaluate Performances of 
Student Group Members,” 200. 

HAAS, ROBERT W.., see Haas, A. L. 

HARTMAN, CATHY L., and LORI A. BRAUNSTEIN, “A Picture is 
Worth a Thousand Words: Using Photography to Teach Self-Concept 

_ and Introduce Students to Consumer Behavior,” 236. 

HASSELBACK, JAMES R., see Hult, G.T.M. 

HULT, G. TOMAS M., and JAMES R. HASSELBACK, “A Report of Gen- 
der and Professional Age of the Marketing Professorate,” 35. 

HURLBERT, JANET M., see Sterngold, A. H. 

JOYCE, MARY L., see Spotts, H. E. 

KAMATH, SHYAM J., and BRUCE E. MacNAB, “Developing Business- 
Ready Marketing Professionals: The Strategic Focus of the Asian Inter- 
national Marketing (AIM) Program,” 110. 

KRISHNAN, H. SHANKER, and THOMAS W. PORTER, “A Process 
Approach for Developing Skills in a Consumer Behavior Course,” 24. 

LAMBERT, DAVID R.., see Spotts, “1. E. 


LAWSON, DIANA, D. STEVEN WHITE, and SERGE DIMITRIADIS, 
“International Business Education and Technology-Based Active 
Learning: Student Reported Benefit Evaluations,” 141. 

LUCKETT, MICHAEL, see Allen, J. 

LYSONSKI, STEVEN, and SRINIVAS DURVASULA, “A Cross- 
National Investigation of Student Attitudes toward Personal Selling: 
Implications for Marketing Education,” 161. 

MACNAB, BRUCE E., see Kamath, S. J. 

MCNEILLY, KEVIN M., and FRANCIS J. RANNEY, “Combining Writing 
and the Electronic Media in Sales Management Courses,” 226. 

MENTZER, JOHN T., see Moon, M. A. 

MOON, MARK A., JOHN T. MENTZER, RICHARD C. REIZENSTEIN, 
and ROBERT B. WOODRUFF, “A Customer Value-Based Approach 
to MBA Marketing Education,” 53. 

MULLER, H. REED, see Smith, K. J. 

NATESAN, N. CHINNA, and KAREN H. SMITH, “The Internet Educa- 
tional Tool in the Global Marketing Classroom,” 149. 

NONIS, SARATH, and CATHY OWENS SWIFT, “Deterring Cheating 
Behavior in the Marketing Classroom: An Analysis of the Effects of 
Demographics, Attitudes, and In-Class Deterrent Strategies,” 188. 

PORTER, THOMAS W., see Krishnan, H. S. 

PRIOVOLOS, GEORGE V., “The Political Environment in the Global 
Marketing Curriculum: What to Cover and How to Cover It,” 133. 

RAMSEY, ROSEMARY, see Deeter-Schmelz, D. R. 

RANNEY, FRANCIS J., see McNeilly, K. M. 

REIZENSTEIN, RICHARD C., see Moon, M. A. 

SCHERTZER, CLINTON B., see Schuster, C. P. 

SCHUSTER, CAMILLE P., ROBERT O. ZIMMERMAN, CLINTON B. 
SCHERTZER, and PAUL W. BEAMISH, “Assessing the Impact of 
Executive MBA International Travel Courses,” 121. 

SINGH, SURENDRA N., and RONALD F. BUSH, “Research Burnout in 
Tenured Marketing Professors: An Empirical Investigation,” 4. 

SMITH, KAREN H., see Natesan, N. C. 

SMITH, KENNETH J., and H. REED MULLER, “The Ethics of Publisher 
Incentives in the Marketing Textbook Selection Decision,” 258. 

SPOTTS, HARLAN E., DAVID R. LAMBERT, and MARY L. JOYCE, 
“Marketing Déj4 Vu: The Discovery of Integrated Marketing Communi- 
cations,” 210. 


Journal of Marketing Education, Vol. 20 No. 3, December 1998 268-269 
© 1998 Sage Publications, Inc. 


STERNGOLD, ARTHUR H., and JANET M. HURLBERT, “Information 
Literacy and the Marketing Curriculum: A Multidimensional Definition 
and Practical Application,” 244. 

STEWART, KIM A., see Bacon, D. R. 

STEWART-BELLE, SUE, see Bacon, D. R. 

SWIFT, CATHY OWENS, see Nonis, S. 

TAYLOR, KIMBERLY A., “The Marketing Trade Show: A New Method 
for Incorporating Student Projects into Large Classes,” 250. 

THOMAS, JAMES L., Jr., see Bush, V. 

WHITE, D. STEVEN, see Lawson, D. 

WILSON, J. HOLTON, see Divine, R. L. 

WOODRUFF, ROBERT B., see Moon, M. A. 

WOTRUBA, THOMAS R.., see Haas, A. L. 

ZIMMERMAN, ROBERT O., see Schuster, C. P. 


Articles: 


“Academic Integrity: Behaviors, Rates, and Attitudes of Business Students 
toward Cheating,” Allen et al., 41. 

“Assessing the Impact of Executive MBA Intemational Travel Courses,” 
Schuster et al., 121. 

“Combining Writing and the Electronic Media in Sales Management 
Courses,” McNeilly and Ranney, 226. 

“A Cross-National Investigation of Student Attitudes toward Personal Sell- 
ing: Implications for Marketing Education,” Lysonski and Durvasula, 
161. 

“A Customer Value-Based Approach to MBA Marketing Education,” Moon 
et al., 53. 

“Deterring Cheating Behavior in the Marketing Classroom: An Analysis of 
the Effects of Demographics, Attitudes, and In-Class Deterrent Strate- 
gies,” Nonis and Swift, 188. 

“Developing Business-Ready Marketing Professionals: The Strategic Focus 
of the Asian International Marketing (AIM) Program,” Kamath and 
MacNab, 110. 

“An Empirical Taxonomy of Student Expectations of Marketing Internship 
Programs,” Arnold, 94. 


“The Ethics of Publisher Incentives in the Marketing Textbook Selection 
Decision,” Smith and Muller, 258. 

“Exploring Predictors of Student Team Project Performance,” Bacon et al., 
63. 

“The Influence of Staffing and Scheduling Factors on the Recruiting Effec- 
tiveness of the Marketing Principles Course,” Divine and Wilson, 219. 

“Information Literacy and the Marketing Curriculum: A Multidimensional 
Definition and Practical Application,” Sterngold and Hurlbert, 244. 

“International Business Education and Technology-Based Active Learning: 
Student Reported Benefit Evaluations,” Lawson et al., 141. 

“The Internet Educational Tool in the Global Marketing Classroom,” Nate- 
san and Smith, 149. 

“Marketing Déj4 Vu: The Discovery of Integrated Marketing Communica- 
tions,” Spotts et al., 210. 

“Marketing the Business School: An Exploratory Investigation,” Bush et al., 
16 


“The Marketing Trade Show: A New Method for Incorporating Student Pro- 
jects into Large Classes,” Taylor, 250. 

“A Picture is Worth a Thousand Words: Using Photography to Teach Self- 
Concept and Introduce Students to Consumer Behavior,” Hartman and 
Braunstein, 236. 

“The Political Environment in the Global Marketing Curriculum: What to 
Cover and How to Cover It,” Priovolos, 133. 

“A Process Approach for Developing Skills in a Consumer Behavior 
Course,” Krishnan and Porter, 24. 

“A Report of Gender and Professional Age of the Marketing Professorate,” 
Hult and Hasselback, 35. 

“Research Burnout in Tenured Marketing Professors: An Empirical Investi- 
gation,” Singh and Bush, 4. 

“Student Team Performance: A Method for Classroom Assessment,” 
Deeter-Schmelz and Ramsey, 85. 

“The Use of Self-Ratings and Peer Ratings to Evaluate Performances of Stu- 
dent Group Members.” Haas et al., 200. 

“What Skills Are Most Important? A Comparison of Employer, Student, and 
Staff Perceptions,” Floyd and Gordon, 103. 


